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[bookmark: _Toc530344879]Introduction
This report will be prepared on understanding and engaging in customer experience. A customer is a person who buys goods and service from the shop or business organization. The customer is the most significant for the business organization. To discuss customer experience and customer relationship management, the Waitrose is the largest supermarket chain which is formed food retail division. It has around 353 shops in the United Kingdom and an export product to the Middle East country. They are very much concern about quality and service which make them giant in food retailing. In this report, different perception of customer relationship and customer experience will discuss. Customer service and quality modules will present and which factors effects to customer values will analyze. Besides, different supply chain strategy and model and theory to determine customer satisfaction will present in this report. How the technology and customer relationship strategy help to improve the customer experience will discuss. The organization should need to manage customer expectation to make their positive experience. On the other hand, buying decision process with ethical consideration like fair trade and sustainable resource will discuss. The importance of quality control and customer value will be seen in this report. For the Saturday staffs, technology and e-customer relationship strategy will be very helpful to maintain and enhance customer positive experience.



[bookmark: _Toc530344880]An evaluation of workplace quality and control and its impact on customer experience.
Customer experience is the perception of the customer about a business organization where they made a purchase. This is an integral part for the business organization as if they have a positive experience with organization good relationship will be made between individual and organization. In this regard, Waitrose is very much concern to make their customer’s positive experience so that they will make repeat buying with the organization. To make the positive experience, the organization should need to ensure quality products and service for customers. If the organization can meet the customer’s expectation, it will have a positive experience. If the Waitrose can serve the customer more effectively and efficiently, the customer will be satisfied and become a loyal customer. So, to make positive customer experience, a good customer service is significantly required (Reilly, et al, 2012). 
[bookmark: _GoBack]Customer service is the processor way to serve and meet their expectation. Serving customer with the concentration of making customer satisfaction must be essential aims of the Waitrose. Customer will not satisfy if Waitrose only serves effectively but also need to ensure the quality of goods. There are various perception of quality and customer satisfaction that can be determined by analyzing the factors influencing customer satisfaction. If the customer will become satisfied, they would have a positive experience with Waitrose. 
[image: Image result for customer perception of quality and customer satisfaction]
Figure-Customer perception of quality and customer satisfaction
Source- (Reilly, et al., 2012).

Product quality:
Product quality is the elements of product which will able to meet customer requirement. There are no specific criteria or dimension to measure the quality of the product. Its very product to product, for example, in Waitrose, the quality dimension for meat and clothing will not similar. For the meat, it must be fresh and hygiene but for the clothing is the quality of fabrics indicates the quality of products. So, to make the customer satisfied, Waitrose should need to meet customer expectation for specific products and service (Kenyon and Sen, 2015). If Waitrose can ensure effective and efficient quality, the customer will be loyal to the organization for getting a positive experience. 
Price-Price is the most crucial factors for customer satisfaction and quality of service. If an organization can minimize the price of a product without reducing the quality of the product, the customer will be delighted. Sometimes, customer consider pricing the main factors which can make them satisfied though it can vary (Garcia, 2009). 
Service quality-There are various attributes which can ensure whether the product has the quality required by the customers. There are five dimensions of service quality such as reliability, assurance, tangibles, empathy, and responsiveness. 
Reliability is first and for most attributes that refer to the ability to perform promised service dependably and accurately. Assurance is the knowledge and courtesy of the employee and their ability to make trust and confidence to the customer. In this regard, the organization should have to employ more efficient employees so that they can serve the customer more efficiently. The Waitrose arranged various training and development program for employees to make them more efficient and customer oriented (Gitlow, 2008). According to tangibles attribute, the product should have required physical facilities and equipment which can satisfy customers. The environment and access of customers in Waitrose can encourage customer since Waitrose have more safety and gorgeous environment where customer going for a purchase. Caring and individual attention to the customer means empathy. The Waitrose have an individual to give attention to the individual customer even with showing their past data. Staffs should have to understand their needs that would be possible from the past data record. The willingness to help customers and proving prompt service to customers is the meaning of responsiveness attribute. The staff of the organization should have to take customers complained and query to serve and give a proper solution. If it can ensure by the organization, the customer will be satisfied and loyal to the organization (Garcia, 2009). 
It has seen that the Waitrose are more concern about the quality of product and service as well as for the retention of customers. They are following effective supply chain management for which they can ensure daily fresh foods like meat, fish, and fruits. Besides, if an organization can ensure all the above attributes in service and products, the customer will satisfy and ultimately will loyal to the organization. The results of the customer satisfaction are increased customer retention, positive word of mouth and increased revenue. 
[bookmark: _Toc530344881]Process for managing quality and ensuring effectiveness in meeting customer requirement in the workplace
Focus on customers preferences: As we know that customer is the breath of any business organization, should need to understand the preference of the customer before produce products and service as the preference must change nature. The preferences for product or service are changing time to time for which organization should need to give concentration to understand customers’ preference. For example, once upon a time, a customer of Waitrose only did prefer fresh meat which is prepared on daily basis, but in recent years, they also demand frozen meat for convenient. In this regard, Waitrose adopted the preference of customer and ensure quality (Mullins and Walker, 2013). 
Track down mistakes: It is very essential to understand, and track mistake happen and claimed by the customer so that it can be solved in future. If an organization can note the mistakes, it would be possible to find out the ways to solve and make them satisfy. Waitrose has a customer service department and they are tracking the mistakes to share with management. 
Make a commitment- Organization should have to make a commitment about the feature of the product. This is also necessary to reinforce over and over to maintain the quality. 
Investment in training-To make customer satisfy, the organization should have to ensure that their employs are more efficient to serve the customer. The management of the Waitrose took various initiatives for employee development and training. Their aim is to make clears understanding of company’s objectives and strategy so that they can follow accordingly. It is very effective if the organization invests for training as a result customer will have a positive experience with the organization (Newstrom and Davis, 2013). 

System for organizing quality circle-To maintain continues quality of product and service, an organization can develop quality circle which will work to investigate the quality of products frequently. Besides, this circle will worth to value customer’s perception (Mullins and Walker, 2013). 
Appropriate use of technology-Organization should need to ensure proper use of technology so that they don’t have to face difficulties in the future. Besides, in the case of data protection, the organization should need to ensure the safety of customer data. Besides, in the case of e-supply chain management and customer service, the organization should have to ensure the legal use of customer’s personal data (Myers, 2010). 
So, it can say that organization should have to ensure the quality of service to make the positive experience of customers to the organization. All above are the quality process which Waitrose has been followed. 




Customer experience 
Customer experience is the interaction between individual and organization over their relationship. This is not a short time process. It requires time to get experience with an organization that can be positive and negative. A positive experience is profitable for the organization for which organization should have many efforts. The intensity of the customer relationship with the organization leads to the good experience. To make a good relationship, an organization should have to offer distinctive products and services. Value-added service helps to make the customer satisfied which also lead to a good relationship between customer and organization. As the Waitrose offer the distinctive quality of food products, customers are loyal to them (Gummesson, 2016). Besides, they also adopt with their recent demand like as online buying and customer service as well as home delivery service for which customer did not switch to others. 
Eight steps to customer experience- 
Distinct offerings- Customer has available options for their required products and service from another competitor organization. For this reason, the organization should have to offer distinct features or attributes that can impress and satisfy customers. It is also necessary to differentiate Waitrose products from other so that customer will remain loyal to the organization. Waitrose offers frozen and fresh foods as well as quality clothing which have a distinct quality. If the customer will satisfy, they will have a positive experience with the organization (Mullins and Walker, 2013). 
Deliver a seamless experience- Seamless service refers to the service which must be similar in both online and offline. The customer can demand products and services by any means which is available by the organization that can be website service, e-commerce and e-customer service by which customer able to make a purchase as well as complain. To ensure seamless service, Waitrose does emphasize on building good customer relationship so that it can understand the target customers. After that, they try to understand the mentality behind online and offline shopping. Besides, Waitrose should have to manage the relationship and ensure a continuous approach (Simon, 2018).


Care about customer and outcomes- The organization should have to be more careful to serve and sell goods and service to customers. Without satisfying customer’s need, it’s vague to expect positive outcomes. 
Measure facts important to customers- There are various factors that are important to customers that should need to understand and measure so that the organization can ensure the effectiveness of those factors. 
Operational excellence- Operational excellence is the most significant factor to make positive and desired customer experience. The Waitrose is more effective in case of operation as they have well-trained staffs and latest technology (Myers, 2010). 
Value customer time- Customers are more time concern that’s why they are not interested to waste their single moment of time unnecessarily. For this reason, Waitrose established scanning machine billing system that can save time for waiting to prepare bills. In this way, customers have a positive experience with the organization (Leppard and Molyneux, 2010).
Give priority to the customer- to make customer’s positive experience, the organization must have to give priority to the customer. It can be product development to after-sales services.
Ability to change with customer expectation– The customer’s expectations are changing day by day that should need to understand by the organization to adapt. If an organization cannot adapt changing expectation, the customer will compel to switch to other


Value and customer relationship management:
Customer value is the most essential factors which help to manage a strong customer relationship. Customer relationship is most important for any business organization that cans ensuing different ways. The ways and strategy of building and managing customer relationship may vary organization to organization (Mehta, 2016). 
[bookmark: _Toc530344882]Customer value and its impact on making good customer experience
Customer value is the difference between the cost and benefit which indicates what benefits are getting in return of cost to buy products and services. The customer value is generally measured by the cost of paying for goods and services. A high quality of products or service does not mean the higher customer value as the cost is a determinant of customer value (Verhoef, 2012). There are various dimensions for customer value such as 
Conformance to requirements-Conformance is the ability of products and services to the required specification which is required y customer. If a customer wants to get ready frozen meat, the customer might be designed. If these meats meet the customer’s requirement, the customer will have a positive experience. The organization works to understand the requirement of the customer to make so that they can produce and develop products and service accordingly. If an organization can ensure customer requirement customer value will increase (Buttle, 2013). 
Product selection– product selection is another dimension of customer value organization should need to consider whether they can be specialized or not. In sometimes, customers are getting irritation from the large variety of products in which they could not found their desired products promptly. It will also have to face problems to manage supplier and to predict demand are the difficulties for the organization.  There are three successful trends such as specializing in offering one type of product, a megastore that allows one-stop shopping for a large variety of products and the megastore specialized in one product area (Verhoef, 2012). 
Price and brand – This is difficult to implement to increase customer value. Although it is very sensitive facts in which the organization should have to concern about quality in case of reducing cost. If an organization will able to produce with lower cost by maintaining required and needed quality, customer value will increase. 
Value-added to service-value-added service is the additional attributes and features of a product and service. For example, Waitrose clothing has quality with the latest fashion. Besides, they are providing replacement guaranty for electronic products 
Relationship and experience- For the organization, this is more significant o build a good relationship with the customer so that they cannot switch to others. Customer will get experience if they make a purchase from the organization. If the organization can meet his or her expectation, he will satisfy with having a positive experience (Mehta, 2016). 


Buyer-seller relationship- Buyer-seller relationship is the interaction and activities firms and suppliers or other business organization. This is trust and understanding about sharing and predicting business information within each other. To maintain a long-term buyer-seller relationship, every organization should have to ensure high commitment to each other. In this case, the organization should have to maintain relationships with the supplier. Different suppliers have different supply chain system to which buyer organization should have a clear understanding regarding those systems. To make the buyer and seller relation more effective, the organization should have to work more carefully so that there is no misunderstanding happens between them. To ensure prompt product and service to customers, an effective supply chain is very significant. In this regard, Waitrose maintains good relationship with the supplier so that they can meet the customer requirements. If they cannot arrange and make available goods in store timely, the customer will be dissatisfied. As this is nonstop shopping, Waitrose should have available all goods. For this reason, the buyer-seller relationship is also significant (Hougaard and Bjerre, 2014). 


[bookmark: _Toc530344883]Customer relationship management and it’s different aspects
Customer relationship management is the process and approaches of managing and maintaining the interaction between customer and organization. Customer relationship management needs to establish and maintain in every customer-oriented business so that the organization can retain them. Customers are the changing behavior that should be followed to meet their changing needs (Bergeron, 2013). By considering the perspective of technology, customer relationship management is the technology which helps to maintain and continue all activities between organization and customer. The creating and managing the new relationship with the potential customer is also known the effort of customer relationship management. There are various system and technology to maintain and build customer relationship management. It is necessary to employ the right people and train them properly so that they can operation customer relationship management function more effectively. As Waitrose have Saturday part-time staffs, they should have to establish structured and organized customer relationship management strategy (Baran and Gala, 2013). A good customer relationship doesn’t come automatically; there are lots of efforts and activity highly required. The Waitrose has the aim to ensure effective customer service for Saturday; they have electronic and online customer management strategy and technology. 
There are three types of customer relationship management such as practical approach, tactical approach, and a strategic approach. 
Tactical approach- The organization must have to ensure that the front-line staffs are well trained and motivated to work and serve customers more effectively. The staffs should have the motivation and other tools which will help to answer most the customer’s requirement. The staffs must be tactical to solve the customers’ inquiries for which staffs can take the guidelines from the higher management. To increase the effectiveness of the practical approach organization can follow sales force automation, marketing automation, and service automation (Gummesson, 2016). The organization can arrange an electronic system by which customer will able to place an order in advance. On the other hand, it would be possible to conduct sales promotion to potential and existing customers. Marketing automation helps to gain the attention from a potential customer for new offerings. Automated service allows the customer to inform complains and difficulties more easily from which organization will able to take proper action to solve that issue (Buttle, 2015). 
Strategic approach- the organization should have the strategy to maintain customer relationship. This is the way to improve the system of service provided so that customer cannot get negative feedback in their difficulties. CRM needs to develop a new system and improved existing to ensure effective CRM. For effective CRM, the organization should have to invest more for CSR who is dealing with the customer directly. They have communicated with the customer as well as to management for which they need a well-structured communication channel (Buttle, 2015). 
Practical approach- According to this approach, staffs are involved to deliver both tactical and strategic customer service. In this case, staffs need to serve customers by identifying the needs and the reason behind their dissatisfaction. If it will possible to identify the reason behind unhappy of customers, the organization should have to serve them quickly and according to their requirement which will make them satisfied. It would be possible for this strategy (Bergeron, 2013). 
[bookmark: _Toc530344884]Different benefits and challenges of customer relationship management
The customer relationship management is not so easy task for which an organization needs to plan and take various initiatives. There are various benefits of customer relationship management which is describing below according to various aspects and systems of CRM. 
Technology and its benefits for CRM: This is very significant that the organization should have to ensure the proper use of technology. Customers have the expectation that if they will make a call or any interaction over technology, they would have a satisfactory response as they thought they are interacting with the company. CRM is is itself a technology which is used to ensure consistent, repeatable and measurable results (Gummesson, 2016). It has seen that most of the CRM are associated with the equipment such as a computer, electronics, telephone etc. 



There are various types of technology using in the organization for CRM like as website, mobile communication, machine to machine communication etc. The website allows the customer to know details about products and service so that they can decide whether they will make a purchase or not. This is convenient for both customer and organization in which organization can update their emerging information about products, service as well the policy of the organization. Mobile communication used by customers to know or to make communication with the organization. This is also used to place their inquiries and to get a solution that can be through the internet like Facebook, twitter etc. the example of machine to machine communication is the transfer of customer calls to the required department (Finnegan and Willcocks, 2013).
On the hand, there is a term which is e-CRM indicates that is the strategy of customer relationship management on the web through the internet like as email. This is the system by which goods and service are sold. In this case, the organization is using the website for which internet is most essential. In the recent year, the internet is becoming most essential for personal to business life. Web system helps to gather more information about the customer. It has possible to make customer database more easily. The organization can increase their reach to the customer with CRM which is possible only for increasing use of the web. It helps to reduce the work like call centered might receive a minimum call from customers. The most attractive advantage is affordability, the degree of integration, enhanced customer data collection, enhanced customer interactivity and so on. This is more affordable for the customer to enter the website for details even they will able to make a purchase. This is not so costly to develop a website that’s why an organization can develop it. By the web, the customer can complain about their problems and organization can get and solve problems promptly (Derfler, 2012). 


[bookmark: _Toc530344885]Challenges of e-CRM and technology
Though technology has the greatest impact on CRM there are some challenges also in which customer don’t want to believe technology. There are various challenges given below-
Data protection- an organization can access customer information through website and online which is considered as threatening for the customer. This is the perception of customers in which organization should have to ensure customer data protection. According to data protection act, this is punishable if an organization gives or share customer’s personal information to the third party without prior permission (Derfler, 2012). 
Customer hates technology- sometimes customer hates technology due to the misuse of it.
It has a chance to use customer’s data for the unofficial purpose. 
So, it should need to ensure proper use of technology to maintain customer relationships.
Factors need to consider improving the customer relationship management
There are various factors that should be considered to improve the effectiveness of the CRM. These are given below-
Hiring the right employee- This is the most significant task for the organization to employ a right employee who will able to serve customers more effectively. The organization should have to develop a well-structured requirement process. Since the organization has the aim to serve customers, staffs should be friendly, it doesn’t mean that they are obeying customer do act friendly. To select this type of employee, the organization can be understood in the interview process. The reason behind to select the right people is that effective people can serve more customer instead of more ineffective more employees (Buttle, 2013). To ensure customer service as the regular day, Waitrose should have to hire the right people for Saturday. 




Providing the right tools- The organization should need to provide the right tools to staffs so that they can build and maintain a good relationship with customers. The provable tools are information, empowerment and feedback channel. The information would be possible to collect from the customer database, but the organization should have to give access or share data with that employee who is working with customers directly. In Waitrose, sometimes Saturday employees could not able to answer the entire question from customers. 
Offering the right training- to make employee more efficient and effective organizations should have to invest in training and development. This investment will increase customer relationship I the long term if they will able to serve customers according to their requirement (Buchanan and Huczynski, 2017). 

So, it can say that customer relationship management is a vital task for Waitrose so that they build and retain good relationship customer. Good customer’s relationship wills help the organization to be more profitable. 
 
 


[bookmark: _Toc530344886]Conclusion
The quality of products and service has a vital impact on creating the good customer experience. To make the customer loyal to the organization should need to meet customer’s requirement that will be possible only if the customer will get good quality products and service. Customer experience can hinder or promote good or bad relationship with the organization. It has seen that organization is working to motivate employees so that they will serve customer willingly. The perception of the customer regarding a products or service plays a role to make a relationship with an organization that can be positive or negative. Besides, it has also found that only quality is not the factor to determine customer value also the price is important to make perception. Customer relationship management is the most significant to retain and satisfy existing and potential customers. Customer relationship management needs to establish and maintain in every customer-oriented business so that the organization can retain them. Customers are the changing behavior that should be followed to meet their changing needs. There are different ways to improve customer relationship between customer and organization which has been discussed in this report. 
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